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Maruti’s growthwasprimarilydriven
by the entry-level segment, as first-
time buyers showed strong appetite.

In its compact segment (the
Baleno, Swift, WagonR, and Celerio),
sales grew 27 per cent YoY to 95,067
unitsduringthemonth,against75,094
in October 2019. The utility vehicle
segment (the Vitara Brezza, Ertiga,
and XL6) grew 10 per cent YoY to
25,396 units, compared with 23,108
units inthecorrespondingmonthlast
year. However, sales in the mini seg-
ment (Alto, S-Presso) declined mar-
ginally to 28,462 units during the
month, against 28,537 in the same
month last year.

Maruti’s management during a
post-results analyst call on October
29 had said there had been pent-up
demand from first-time buyers.

A good monsoon resulting in

record harvest has propelled rural
demand to surpass that inurbanand
semi-urban areas. Maruti’s share of
sales fromrural geography increased
to 41 per cent in the second quarter
of 2020-21, compared with 38 per
centduring thesameperiod last year.

Since the harvest period is over,
automakers are yet to see signs of
pick-up inurbandemand,whichcan
be a cause for worry.

R C Bhargava, chairman, Maruti
Suzuki, said the company was yet to
get clarityon thedemandscenario in

the post-festive period. “The impact
of peoplewanting to buy vehicles for
personaluseandfestivalswill beover
byDecember.The rural segmentwill
continue to grow substantially. We
don’t know what kind of urban
demand therewill be andhowmuch
income people in the urban markets
will be left with,” he said.

On the contrary, Hero MotoCorp,
the largest two-wheeler maker, said
the companywaswitnessing a surge
in demand from urban and semi-
urbanareas,whichwoulddrive sales

after the festive season.
“After the festiveseason, thepent-

up demand will be over. The funda-
mentals will play out and rural will
continue to go strong.Unless there is
something related toCovid, the posi-
tivity is likely tocontinue.Wearecau-
tiouslyoptimisticabout that,”Naveen
Chauhan, head of sales at Hero
MotoCorp,hadsaid inapost-earnings
conference call on Friday. Hero saw
sales rising 34per cent inOctober.

Analysts tracking the sector have
cautioned that the factor of demand

continuity after Diwali will need to
be taken into account for the val-
uations of companies.

“The recent growth momentum
is a cause for encouragement, but
volume sustainability after
Novemberwill need tobemonitored
amidanelementof channel restock-
ing carried out in September,” said
analysts at ICICI Securities.

Auto dealerships have asked
manufacturers to be cautious,warn-
ing that overstocking will hit their
margin in case sale softens.

“Whatever pent-up demand was
there will be over by the festive sea-
son. In urban markets, people are
expected to spend a bit of their
bonuses during Diwali, but beyond
that, the economyhas to improve for
vehicle sales to go up.
Fundamentally, nothing has
changed in our economy, and Covid
cases are rising. Small businesses are
closing, which will impact rural
demand,” said Nikunj Sanghi, an
automobile dealer and member of
the Federation of Automobile
Dealers Associations of India.
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R eliance Industries (RIL) will
look at more acquisitions to
strengthen its new com-

merce venture JioMart, part of the
retail unit, the company said in an
investor update on Friday.

The statement acquires signifi-
cance as Amazon and Flipkart are
gearing up to take advantage of the
digital dividend that the Covid-19
pandemic has given e-tailers.
Amazon has set aside an additional
$1 billion for investment in India,
while Flipkart raised $1.2 billion
from Walmart in July.

RIL acquired online pharmacy
Netmeds in August and will add the
pharmacy channel — apart from
categories such as fashion, lifestyle
and electronics — to the JioMart
cart in the future, it said.

The company has also said it has
integrated acquisitions from 2019
into Reliance Retail — including
Grab (last-mile logistics), C-Square
(analytics and resource planning),
NowFloats (software solutions for
SMEs) and Fynd (fashion e-com-
merce) — to strengthen its online
capabilities. Food, beverages, fast-
moving consumer goods across
home, personal and baby care, fresh
food items such as fruits, vegetables
and dairy products are part of the
JioMart basket currently.

Experts say the company will
target niche players within these
categories to beef up its online play.
For instance, in July, Reliance
Brands, part of Reliance Retail,
picked up entrepreneur Ronnie
Screwvala’s 15 per cent stake in fash-
ion start-up Zivame and is looking
to increase its holding in the firm.
The acquisition will strengthen its

omni-channel play in fashion.
There was speculation of the

possible acquisitions of Urban
Ladder andMilkbasket in the online

furniture and grocery delivery
spaces, respectively, though the
deals haven’t fructified yet.
Milkbasket has since clarified that

it has no plans to sell and is looking
at an initial public offering to
raise funds.

Getting smaller firms to either
tie up or sell out will be a critical
part of JioMart’s strategy, said ana-
lysts, as it seeks to scale quickly in
the online market.

A Goldman Sachs report says
JioMart is poised to sell half of all
online groceries in India over the
next few years, led by significant
investment by the company.

Reliance Retail has already
raised ~37,710 crore in eight rounds,
offloading nearly 8.5 per cent stake
in the last two months. While the
company did not provide any
further updates on its retail divest-
ment plans on Friday, it said it
remained committed to growing the
business, including JioMart.

The online platform is already
clocking over 400,000 orders per
day since it went live across
200 cities in May. RIL said kirana
partnerships had been extended to
20 cities.

RIL looking at more buys to aid JioMart
Expertssayfirmmighttargetnicheplayers in
categories likefood,FMCG,personalcare

n JioMart positioned as a key pillar
of Reliance Retail's online play

n Pharmacy, fashion, lifestyle and
electronics to be added on
JioMart shortly

n Grocery already exists on platform

n Acquisition of niche
players part of strategy
to step up online capabilities

n Objective is to increase orders
per day; currently at over
400,000 per day

TO MAKE AMARK

Jio’searlier trystwithpostpaid
was very lukewarm and its
share of subscribers has been
minimal—lessthan1percent
of its total.

In contrast, Airtel has
added 0.8 million postpaid
customers—thehighest in20
quarters. Their importance is
evidentfromthefact thattheir
averageARPUs, basedonpast
trends, are nearly 2-3x of that
of prepaid customers.

The full impact of Jio’s
postpaid entry tariff of ~399
(up from ~199) launched in
September-end and bundled
with OTT platforms such as
Netflix, Amazon Prime, and
Hotstar, on VIP subscriptions
will only be reflected in the
thirdquarter FY21 results.

Airtel executives are non-
chalant. “They have substan-
tially increased the postpaid
tariffs and added OTT which
you can, in any case, buy on
your own. In postpaid, they
have avoided getting into a
price war. Our experience is
that postpaid customers are
sticky to the service anddon’t
churn,” said an Airtel execu-
tive.

Airtel is also moving
aggressively in the FTTH
spacewhere,again, it facesJio
inthering.For instance, inQ2,
home broadband subscribers
were up by 129,000 to 2.6 mil-
lion as it increased roll-out of
FTTHin50morecities, reach-
ing 150 cities.

While Jio does not give
FTTH subscriber numbers
separately in its Q2 results,
based on the latest Telecom
Regulatory Authority of India
data of July, Jio had 1.16-mil-
lion wired broadband cus-
tomers, half that ofAirtel.

Jio’s offer and price are
being matched by Airtel too.
InthefirstweekofSeptember,
Jio launched an aggressive
~399planbutwithakillerdeal:

an offer of unlimited data
across all tariffs for FTTH. Six
days later, Airtel matched the
unlimited data offer and
reduced the price of its entry-
level FTTH from~799 to ~499.

Theevenbiggerplayput in
place by Airtel is to substan-
tially reduce the gap with Jio
in the number of cities where
FTTH services are available.
To this end, ithas tiedupwith
local cable operators who will
provide the last-mile connec-
tivity. The aim is to offer the
service in over 1,000 cities in
the next 12-18 months. “The
target is to reach over 40 mil-
lionof the 240-millionhouse-
holds in the country,” said an
Airtel executive.

Clearly, this will substan-
tially reduce the gap with Jio,
which has rolled out broad-
band services in 2,000 cities
and is looking to reach50mil-
lion homes. One area where
Airtel continues to lag behind
is that it has a leverage of 2.9x,
compared to Reliance
Industries, which is debt free.
SBI Caps suggests it should
bring this down to 1x, espe-
cially as auctions are around
the corner for 4Gand then for
5Gwithin thenext year.

Jio has shown it can raise
moneyglobally from thebest,
includinggiants likeFacebook
and Google, who have also
become partners. But Airtel
has been no laggard either. It
has raised$8billion in the last
18 months through a combi-
nation of debt and equity
which includedprivateequity
andsovereignfunds.Theonly
major difference is that it has
not tied up with any technol-
ogy company. Whether it will
do so is a question which
manyare already asking.

Airtel rings
louder than Jio
in net subscriber
additions

Automaker Oct ‘19 Oct ’20 % chg

Maruti Suzuki 144,277 172,862 19.8
Hyundai 50,010 56,605 13.2
Hero MotoCorp 599,248 806,848 34.0
M&M 63,106 64,210 1.7
Honda Cars 10,010 10,836 8.3
Source: Companies

FESTIVE SALES IN
REBOUND LANE

Auto sales up, but
sceptics don’t take
foot off pedal

Particulars
Quarter ended Six Months ended Year ended

30-09-2020
Un-audited

30-06-2020
Un-audited

30-09-2019
Un-audited

30-09-2020
Un-audited

30-09-2019
Un-audited

31-03-2019
Audited

Total Income from operations 58,799.14 46,877.54 48,888.26 105,676.68 88,816.03 195,520.43

Net Profit for the period before tax 9,226.52 7,604.05 (3,873.09) 16,830.56 (15,804.92) (23,724.56)

Net Profit for the period after tax 8,147.31 7,860.56 (4,701.42) 16,007.86 (12,271.87) (21,116.56)

Total Comprehensive income for the period 7,816.79 7,858.82 (4,362.82) 15,675.60 (11,640.84) (20,123.89)

Equity Share Capital (Face value of `1/- each) 1,360.36 1,522.58 1,437.65 1,360.36 1,437.65 1,459.72

Other Equity - - - - - 68,713.73

Earnings Per Share (of `1/- each) not annualised

Basic : 5.85 5.17 (3.27) 11.02 (8.54) (14.77)

Diluted : 5.85 5.17 (3.27) 11.02 (8.54) (14.77)

TANLA PLATFORMS LIMITED
(formerly known as Tanla Solutions Limited)

CIN: L72200TG1995PLC021262
Regd Office: TANLA TECHNOLOGY CENTRE, HITECH CITY ROAD, MADHAPUR, HYDERABAD - 500081

Tel: 040-40099999 | Fax: 040-23122999

For Tanla Solutions Limited

Sd/-
D. Uday Kumar Reddy
Chairman & CEO
DIN: 00003382

Extract of statement of consolidated un-audited financial results for the quarter & six months ended September 30, 2020

Hyderabad
October 31, 2020

` in Lakhs

Particulars
Quarter ended Six Months ended

30-09-2020
Un-audited

30-06-2020
Un-audited

30-09-2019
Un-audited

30-09-2020
Un-audited

30-09-2019
Un-audited

Revenue from operations & other income 21,322.02 20,664.55 27,881.87 41,986.58 55,471.35

Profit / (Loss) before tax 5,150.66 2,424.00 (3,955.96) 7,574.66 (16,527.61)

Profit / (Loss) after tax 4,355.76 1,443.90 (4,438.78) 5,799.66 (12,886.19)

Key standalone information: ` in Lakhs

Notes:
1. The above Un-audited financial results for the quarter and six months ended September 30, 2020 have been subject to a limited review by the Statutory Auditors, reviewed by the Audit

Committee and approved by the Board of Directors at its meeting held on October 31, 2020. The statutory auditors have expressed an unmodified opinion on these results.
2. The financial results have been prepared in accordance with the Indian Accounting Standards (Ind AS) prescribed under Section 133 of the Companies Act, 2013, and other accounting

principles generally accepted in India and in terms of Regulation 33 of the SEBI (Listing Obligations and Disclosure Requirements) Regulations, 2015.
3. The name of the company has been changed from Tanla Solutions Limited to Tanla Platforms limited with effect from October 22, 2020 to reflect appropriate revenue stream.
4. The EPS for quarters and half year ended has not been annualised.
5. The Un-audited financial results for the quarter and six months ended September 30, 2020 are available on the Company’s website (www.tanla.com) and on the websites of

BSE (www.bseindia.com) and NSE (www.nseindia.com).

Date: November 1, 2020
Place: Noida

CIN: L74899DL1995PLC068021 | Regd. Office: GF-12A, 94, Meghdoot Building, Nehru Place, New Delhi–19
Corp. Office: B-8, Sector-132, Noida-201304 (Uttar Pradesh) | Tel: 0120-3082000; Fax: 0120-3082095

Web: http://www.infoedge.in/; email: investors@naukri.com

INFO EDGE (INDIA) LIMITED

Notice is hereby given pursuant to Regulation 47(1) of the SEBI (Listing Obligations and Disclosure
Requirements) Regulations, 2015 (LODR), that a Meeting of the Board of Directors of the Company
will be held on Tuesday, November 10, 2020 via Audio/Visual means, to inter-alia, consider and
approve the Unaudited Financial Results of the Company for the Quarter & Half Year ended
September 30, 2020, subject to a limited review by the Statutory Auditors, in view of the spread of
COVID-19 pandemic.

In accordance with Regulation 46(2) and 47(2) of LODR, the details of the said Meeting are also
available on website of the Company viz. http://www.infoedge.in/ and on the website of Stock
Exchanges at http://www.bseindia.com/ and at http://www.nseindia.com/.

NOTICE

By Order of the Board of Directors

For Info Edge (India) Ltd.

(MM Jain)

SVP-Secretarial & Company Secretary
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Maruti’s growthwasprimarilydriven
by the entry-level segment, as first-
time buyers showed strong appetite.

In its compact segment (the
Baleno, Swift, WagonR, and Celerio),
sales grew 27 per cent YoY to 95,067
unitsduringthemonth,against75,094
in October 2019. The utility vehicle
segment (the Vitara Brezza, Ertiga,
and XL6) grew 10 per cent YoY to
25,396 units, compared with 23,108
units inthecorrespondingmonthlast
year. However, sales in the mini seg-
ment (Alto, S-Presso) declined mar-
ginally to 28,462 units during the
month, against 28,537 in the same
month last year.

Maruti’s management during a
post-results analyst call on October
29 had said there had been pent-up
demand from first-time buyers.

A good monsoon resulting in

record harvest has propelled rural
demand to surpass that inurbanand
semi-urban areas. Maruti’s share of
sales fromrural geography increased
to 41 per cent in the second quarter
of 2020-21, compared with 38 per
centduring thesameperiod last year.

Since the harvest period is over,
automakers are yet to see signs of
pick-up inurbandemand,whichcan
be a cause for worry.

R C Bhargava, chairman, Maruti
Suzuki, said the company was yet to
get clarityon thedemandscenario in

the post-festive period. “The impact
of peoplewanting to buy vehicles for
personaluseandfestivalswill beover
byDecember.The rural segmentwill
continue to grow substantially. We
don’t know what kind of urban
demand therewill be andhowmuch
income people in the urban markets
will be left with,” he said.

On the contrary, Hero MotoCorp,
the largest two-wheeler maker, said
the companywaswitnessing a surge
in demand from urban and semi-
urbanareas,whichwoulddrive sales

after the festive season.
“After the festiveseason, thepent-

up demand will be over. The funda-
mentals will play out and rural will
continue to go strong.Unless there is
something related toCovid, the posi-
tivity is likely tocontinue.Wearecau-
tiouslyoptimisticabout that,”Naveen
Chauhan, head of sales at Hero
MotoCorp,hadsaid inapost-earnings
conference call on Friday. Hero saw
sales rising 34per cent inOctober.

Analysts tracking the sector have
cautioned that the factor of demand

continuity after Diwali will need to
be taken into account for the val-
uations of companies.

“The recent growth momentum
is a cause for encouragement, but
volume sustainability after
Novemberwill need tobemonitored
amidanelementof channel restock-
ing carried out in September,” said
analysts at ICICI Securities.

Auto dealerships have asked
manufacturers to be cautious,warn-
ing that overstocking will hit their
margin in case sale softens.

“Whatever pent-up demand was
there will be over by the festive sea-
son. In urban markets, people are
expected to spend a bit of their
bonuses during Diwali, but beyond
that, the economyhas to improve for
vehicle sales to go up.
Fundamentally, nothing has
changed in our economy, and Covid
cases are rising. Small businesses are
closing, which will impact rural
demand,” said Nikunj Sanghi, an
automobile dealer and member of
the Federation of Automobile
Dealers Associations of India.
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Mumbai, 1November

R eliance Industries (RIL) will
look at more acquisitions to
strengthen its new com-

merce venture JioMart, part of the
retail unit, the company said in an
investor update on Friday.

The statement acquires signifi-
cance as Amazon and Flipkart are
gearing up to take advantage of the
digital dividend that the Covid-19
pandemic has given e-tailers.
Amazon has set aside an additional
$1 billion for investment in India,
while Flipkart raised $1.2 billion
from Walmart in July.

RIL acquired online pharmacy
Netmeds in August and will add the
pharmacy channel — apart from
categories such as fashion, lifestyle
and electronics — to the JioMart
cart in the future, it said.

The company has also said it has
integrated acquisitions from 2019
into Reliance Retail — including
Grab (last-mile logistics), C-Square
(analytics and resource planning),
NowFloats (software solutions for
SMEs) and Fynd (fashion e-com-
merce) — to strengthen its online
capabilities. Food, beverages, fast-
moving consumer goods across
home, personal and baby care, fresh
food items such as fruits, vegetables
and dairy products are part of the
JioMart basket currently.

Experts say the company will
target niche players within these
categories to beef up its online play.
For instance, in July, Reliance
Brands, part of Reliance Retail,
picked up entrepreneur Ronnie
Screwvala’s 15 per cent stake in fash-
ion start-up Zivame and is looking
to increase its holding in the firm.
The acquisition will strengthen its

omni-channel play in fashion.
There was speculation of the

possible acquisitions of Urban
Ladder andMilkbasket in the online

furniture and grocery delivery
spaces, respectively, though the
deals haven’t fructified yet.
Milkbasket has since clarified that

it has no plans to sell and is looking
at an initial public offering to
raise funds.

Getting smaller firms to either
tie up or sell out will be a critical
part of JioMart’s strategy, said ana-
lysts, as it seeks to scale quickly in
the online market.

A Goldman Sachs report says
JioMart is poised to sell half of all
online groceries in India over the
next few years, led by significant
investment by the company.

Reliance Retail has already
raised ~37,710 crore in eight rounds,
offloading nearly 8.5 per cent stake
in the last two months. While the
company did not provide any
further updates on its retail divest-
ment plans on Friday, it said it
remained committed to growing the
business, including JioMart.

The online platform is already
clocking over 400,000 orders per
day since it went live across
200 cities in May. RIL said kirana
partnerships had been extended to
20 cities.

RIL looking at more buys to aid JioMart
Expertssayfirmmighttargetnicheplayers in
categories likefood,FMCG,personalcare

n JioMart positioned as a key pillar
of Reliance Retail's online play

n Pharmacy, fashion, lifestyle and
electronics to be added on
JioMart shortly

n Grocery already exists on platform

n Acquisition of niche
players part of strategy
to step up online capabilities

n Objective is to increase orders
per day; currently at over
400,000 per day

TO MAKE AMARK

Jio’searlier trystwithpostpaid
was very lukewarm and its
share of subscribers has been
minimal—lessthan1percent
of its total.

In contrast, Airtel has
added 0.8 million postpaid
customers—thehighest in20
quarters. Their importance is
evidentfromthefact thattheir
averageARPUs, basedonpast
trends, are nearly 2-3x of that
of prepaid customers.

The full impact of Jio’s
postpaid entry tariff of ~399
(up from ~199) launched in
September-end and bundled
with OTT platforms such as
Netflix, Amazon Prime, and
Hotstar, on VIP subscriptions
will only be reflected in the
thirdquarter FY21 results.

Airtel executives are non-
chalant. “They have substan-
tially increased the postpaid
tariffs and added OTT which
you can, in any case, buy on
your own. In postpaid, they
have avoided getting into a
price war. Our experience is
that postpaid customers are
sticky to the service anddon’t
churn,” said an Airtel execu-
tive.

Airtel is also moving
aggressively in the FTTH
spacewhere,again, it facesJio
inthering.For instance, inQ2,
home broadband subscribers
were up by 129,000 to 2.6 mil-
lion as it increased roll-out of
FTTHin50morecities, reach-
ing 150 cities.

While Jio does not give
FTTH subscriber numbers
separately in its Q2 results,
based on the latest Telecom
Regulatory Authority of India
data of July, Jio had 1.16-mil-
lion wired broadband cus-
tomers, half that ofAirtel.

Jio’s offer and price are
being matched by Airtel too.
InthefirstweekofSeptember,
Jio launched an aggressive
~399planbutwithakillerdeal:

an offer of unlimited data
across all tariffs for FTTH. Six
days later, Airtel matched the
unlimited data offer and
reduced the price of its entry-
level FTTH from~799 to ~499.

Theevenbiggerplayput in
place by Airtel is to substan-
tially reduce the gap with Jio
in the number of cities where
FTTH services are available.
To this end, ithas tiedupwith
local cable operators who will
provide the last-mile connec-
tivity. The aim is to offer the
service in over 1,000 cities in
the next 12-18 months. “The
target is to reach over 40 mil-
lionof the 240-millionhouse-
holds in the country,” said an
Airtel executive.

Clearly, this will substan-
tially reduce the gap with Jio,
which has rolled out broad-
band services in 2,000 cities
and is looking to reach50mil-
lion homes. One area where
Airtel continues to lag behind
is that it has a leverage of 2.9x,
compared to Reliance
Industries, which is debt free.
SBI Caps suggests it should
bring this down to 1x, espe-
cially as auctions are around
the corner for 4Gand then for
5Gwithin thenext year.

Jio has shown it can raise
moneyglobally from thebest,
includinggiants likeFacebook
and Google, who have also
become partners. But Airtel
has been no laggard either. It
has raised$8billion in the last
18 months through a combi-
nation of debt and equity
which includedprivateequity
andsovereignfunds.Theonly
major difference is that it has
not tied up with any technol-
ogy company. Whether it will
do so is a question which
manyare already asking.

Airtel rings
louder than Jio
in net subscriber
additions

Automaker Oct ‘19 Oct ’20 % chg

Maruti Suzuki 144,277 172,862 19.8
Hyundai 50,010 56,605 13.2
Hero MotoCorp 599,248 806,848 34.0
M&M 63,106 64,210 1.7
Honda Cars 10,010 10,836 8.3
Source: Companies

FESTIVE SALES IN
REBOUND LANE

Auto sales up, but
sceptics don’t take
foot off pedal

Particulars
Quarter ended Six Months ended Year ended

30-09-2020
Un-audited

30-06-2020
Un-audited

30-09-2019
Un-audited

30-09-2020
Un-audited

30-09-2019
Un-audited

31-03-2019
Audited

Total Income from operations 58,799.14 46,877.54 48,888.26 105,676.68 88,816.03 195,520.43

Net Profit for the period before tax 9,226.52 7,604.05 (3,873.09) 16,830.56 (15,804.92) (23,724.56)

Net Profit for the period after tax 8,147.31 7,860.56 (4,701.42) 16,007.86 (12,271.87) (21,116.56)

Total Comprehensive income for the period 7,816.79 7,858.82 (4,362.82) 15,675.60 (11,640.84) (20,123.89)

Equity Share Capital (Face value of `1/- each) 1,360.36 1,522.58 1,437.65 1,360.36 1,437.65 1,459.72

Other Equity - - - - - 68,713.73

Earnings Per Share (of `1/- each) not annualised

Basic : 5.85 5.17 (3.27) 11.02 (8.54) (14.77)

Diluted : 5.85 5.17 (3.27) 11.02 (8.54) (14.77)

TANLA PLATFORMS LIMITED
(formerly known as Tanla Solutions Limited)

CIN: L72200TG1995PLC021262
Regd Office: TANLA TECHNOLOGY CENTRE, HITECH CITY ROAD, MADHAPUR, HYDERABAD - 500081

Tel: 040-40099999 | Fax: 040-23122999

For Tanla Solutions Limited

Sd/-
D. Uday Kumar Reddy
Chairman & CEO
DIN: 00003382

Extract of statement of consolidated un-audited financial results for the quarter & six months ended September 30, 2020

Hyderabad
October 31, 2020

` in Lakhs

Particulars
Quarter ended Six Months ended

30-09-2020
Un-audited

30-06-2020
Un-audited

30-09-2019
Un-audited

30-09-2020
Un-audited

30-09-2019
Un-audited

Revenue from operations & other income 21,322.02 20,664.55 27,881.87 41,986.58 55,471.35

Profit / (Loss) before tax 5,150.66 2,424.00 (3,955.96) 7,574.66 (16,527.61)

Profit / (Loss) after tax 4,355.76 1,443.90 (4,438.78) 5,799.66 (12,886.19)

Key standalone information: ` in Lakhs

Notes:
1. The above Un-audited financial results for the quarter and six months ended September 30, 2020 have been subject to a limited review by the Statutory Auditors, reviewed by the Audit

Committee and approved by the Board of Directors at its meeting held on October 31, 2020. The statutory auditors have expressed an unmodified opinion on these results.
2. The financial results have been prepared in accordance with the Indian Accounting Standards (Ind AS) prescribed under Section 133 of the Companies Act, 2013, and other accounting

principles generally accepted in India and in terms of Regulation 33 of the SEBI (Listing Obligations and Disclosure Requirements) Regulations, 2015.
3. The name of the company has been changed from Tanla Solutions Limited to Tanla Platforms limited with effect from October 22, 2020 to reflect appropriate revenue stream.
4. The EPS for quarters and half year ended has not been annualised.
5. The Un-audited financial results for the quarter and six months ended September 30, 2020 are available on the Company’s website (www.tanla.com) and on the websites of

BSE (www.bseindia.com) and NSE (www.nseindia.com).

Date: November 1, 2020
Place: Noida

CIN: L74899DL1995PLC068021 | Regd. Office: GF-12A, 94, Meghdoot Building, Nehru Place, New Delhi–19
Corp. Office: B-8, Sector-132, Noida-201304 (Uttar Pradesh) | Tel: 0120-3082000; Fax: 0120-3082095
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INFO EDGE (INDIA) LIMITED

Notice is hereby given pursuant to Regulation 47(1) of the SEBI (Listing Obligations and Disclosure
Requirements) Regulations, 2015 (LODR), that a Meeting of the Board of Directors of the Company
will be held on Tuesday, November 10, 2020 via Audio/Visual means, to inter-alia, consider and
approve the Unaudited Financial Results of the Company for the Quarter & Half Year ended
September 30, 2020, subject to a limited review by the Statutory Auditors, in view of the spread of
COVID-19 pandemic.

In accordance with Regulation 46(2) and 47(2) of LODR, the details of the said Meeting are also
available on website of the Company viz. http://www.infoedge.in/ and on the website of Stock
Exchanges at http://www.bseindia.com/ and at http://www.nseindia.com/.

NOTICE

By Order of the Board of Directors

For Info Edge (India) Ltd.

(MM Jain)

SVP-Secretarial & Company Secretary




